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Montana Cross-Agency Data Dashboard
April-June 2014

Overview

-The purpose of the Montana Cross-Agency Data Dashboard is to provide a complete snapshot of what's happening within the Montana Office of
Tourism, what are the key travel indicators and how consumer-facing marketing initiatives are impacting those numbers.

-This report is intended for key stakeholders as well as agency partners-offering both a look back and a look forward and providing ongoing insights
to guide future marketing initiatives.

Key Takeaways from Q2 2014

-Increased consumer interest, engagement and visitation may be a result of an increase in Geotraveler-focused targeting. The Warm Season Key Mar-
ket campaign and Digital Display advertising have demonstrated strong results thus far.

-The most recent studies from Leisure Trends Group also provide some good indications of the success of the previous warm season and most recent
winter consumer marketing efforts.

-Unaided and aided advertising awareness of Montana (net) has risen significantly among Geotravelers since February 2009, an increase of 133% in un-
aided advertising awareness and a 100% increase in aided advertising awareness.

-39% of the Geotravelers who are aware of the advertising indicated that they are likely to travel to Montana in the next 18 months.

-Since February 2009, there has been a 43% increase in Geotravelers who have indicated that they have ever traveled to Montana.
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Executive Summary
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Summary and Insights

-The following metrics for paid, owned,
and earned media are a few of the key
performance indicators and will continue
to be evaluated each quarter.

Paid Media: As the Warm Season key market
push comes to an end in May, media spend
drops off for the month of June. Approxi-
mately 65% of the media budget is spent on
this Warm Season campaign, leaving about
35% for the winter months.

Owned Media: At the end of June, Social En-
gagements stand at 1,588,642. This is 95% of
the FY14 Goal of 1,677,450 Social Engage-
ments.

For website metrics, please refer to page 6.

Earned Media: This quarter saw 22,027 Total
Social Media Mentions surrounding "#Mon-
tanaMoment" and "Montana" (state). This
represents an increase of 35% over last quar-
ter.
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Media Spend Breakout

January February March April May June
2013 2014 2013 2014 2013 2014 2013 2014 2013 2014 2013 2014
$1,200,000 $1,115,365
$1,000,000 . Digital
Bl ooH
I Print $834,799

Media Spend

$1,079,503
$1,008,246
$663,436
$385,587
- l

Paid Media Highlights

$800,000 B sEARCH
717,74
B social : -
500,000 . Spot Radio
$400,000
$274,321
$189,032 170,950
$200,000 - $170, $136,097
$0 - -

Source: Spark, not inclusive of International

-With much higher demand than the Winter Season,
° ® paid media sees a sizeable increase in spend as we
enter peak Warm Season months.
$3.72 Million :
-The Warm Season Key Market campaign push is

J a n u a r _J u n e M ed la S e n d heaviest from March-May to drive consumers to book
their summer trips. The effort extended until the end
of June this year and saw much stronger results com-

pared to the same period in the previous year.

Source: Spark, not inclusive of International 3
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Paid Search Clicks
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40M
Hcr

30M

20M

Impressions

10M

oM

Overall Digital Display Performance (2014)
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8,229,107
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February

Total
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24,582
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70,236
87,192
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Clicks
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45,121
19,767
9,704
65,852
106,924
52,524
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0.23%
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0.20%
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Paid Media

Paid Search Performance 2014

June Average Average
CTR CPC

2013 2014 Clicks Imps CTR* (2014) Cost cPC* (2014)
January 14,776 3,971,662 0.37% 0.63%  $20,372 $1.38 $0.97

February 10,264 3,149,771 0.33% 0.63%  $12,391 $1.21 $0.97

March 11,483 2,329,875 0.49% 0.63%  $11,296 $0.98 $0.97

April 26,870 4,668,489 0.58% 0.63%  $24,144 $0.90 $0.97

May 27,236 2,540,689 1.07% 0.63%  $24,086 $0.88 $0.97

June 29,172 2,238,040 1.30% 0.63%  $23,395 $0.80 $0.97

CPC: CPC:
LVZS $0.80

Interaction Rate

2013
0.24%
0.32%
0.23%
0.20%
0.22%
0.27%

2014
0.15%
0.22%
0.19%
0.19%
0.17%
0.15%

April - June 2014 Top 10 Search Keywords

Clicks Imps CTR* Cost CPC*
glacier national park 8,739 394,745 2.21% $8,718 $1.00
state park 7,661 774,533 0.99% $4,576 $0.60
yellowstone 7,516 561,900 1.34% $7,810 $1.04
yellowstone national park 6,182 437,313 1.41% $6,505 $1.05
montana 5,903 479,392 1.23% $4,989 $0.85
montana tourism 1,092 11,930 9.15% $522 $0.48
montana map 886 61,445 1.44% $819 $0.92
things to do in montana 707 11,674 6.06% $481 $0.68
map of montana 564 45,885 1.23% $563 $1.00

0.30%

0.20%

Value

0.10%

0.00%
June

2014 Avg. CTR

2014

0.21%
0.21%
0.21%
0.21%
0.21%
0.21%

Paid Media Highlights

Search

-In April, additional Search match type campaigns were built
out, aiding in new keyword expansion and increased search
volume driven to visitMT.com.

-On May 15, Montana Branded Search campaigns began serv-
ing mobile ads, where positive performance has led to more
cost efficient site visits.

Digital Display
-2014 saw heavier investments into Digital, with almost 10MM
more impressions run in 2014 compared to 2013.

-In 2014, we partnered with more data-driven networks that
target consumers behaviorally. Rather than strictly targeting
people viewing Geotraveler web content, Montana is now
reaching an audience based on their online browsing habits.
This shift in strategy helps Montana to reach a broader, more
qualified audience.

*Key:
CTR: Click-through-rate (=Clicks/Impressions)
CPC: Cost per click (=Cost/Clicks)
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Owned Media

Top Performing Social Media Spots (April - June 2014) *See Appendix for larger copy

Facebook Twitter Instagram Tumblr
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Traffic jam-Montana style.
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8,072 Likes 141 Comments 3,300 Shares 114 Retweets 174 Favorites 619 Likes 20 Comments 3,245 Engagements
Source: Facebook Analytics Source: Twitter Analytics Sl (HE I source: Tumblr
Social Performance 2014 *% is the year-over-year difference for each month Owned Media nghllghts
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Source: BrandWatch via Big Fuel -Average Instagram engagements saw a 16% increase in the second quarter
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> 8 |-The largest number of individual guidebook requests for Q2 and the first half
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S ® |most amount of traffic year-to-date in June.
12}
3 ok 0K
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. Chats . Contact Center Calls . Guestbook . Guidebook Requests Source: MTOT 5




Owned Media

VisitMT.com Performance Metrics

734,107 (+21%)*

April-June Site Sessions

146 seconds (-15%)*

April-June Average Session Duration

*Change from 2013; "Sessions" are not unique

Sessions vs. Session Duration (2014)
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. Avg. Session Duration . Sessions
% Difference Year-over-Year *Compares same time period, previous year
January 2014 - -28.68% 12.42% - -65.36%
February 2014 - -34.33% 12.92% _ -88.07%
March 2014 . -8.81% 4.97% . -80.19%
June 2014 7.84% [JJ] P oo -75.47%
-20% 0% 20% -20% -10% 0% 10% -50% 0% 50%
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All Montana Sites

January-June 2014 Website Visitation

40,898
77,445

188,358
. getlostmt.com

. m.visitmt.com (mobile)
. visitmt.com

intermt.com
910,743 R

2014 Time Spent on Websites by Month (seconds)
January February March April May June

getlostmt.com 700,653 542,173 656,057 829,045 880,682 1,152,357

g‘\;‘;‘;i'lt:)“'“m 2,032,077 1,586,247 2,204,267 2,530,058 3,458,386 4,407,602

visitmt.com 28,669,345 32,992,873 34,755,703

wintermt.com 3,097,260 1,984,683 831,850 285,531 255,454 253,641

Owned Media Highlights

-June generated the highest number of Sessions on m.visitmt.com
(mobile) in Q2 2014, along with the highest Pages/Session rate (rate
of 2.3).

-The Pageviews and Pages/Session rate for visitmt.com in Q2 was up
over the same period from the previous year, peaking with a 92.4%
increase in May.

-Compared to Q2 2013, the percentage of Sessions that were "New
Sessions" was up overall for both visitmt.com and m.visitmt.com in
Q2 2014.

-The Bounce Rate was down overall for both visitmt.com and m.vis-
itmt.com in Q2 2014 compared to Q2 2013.

Source for All: Google Analytics 6
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#MontanaMoment Mentions
600

400

Mentions

200

Jan 12, 14 Feb 9, 14 Mar 9, 14

Montana (State) Mentions
1500

1000

Mentions

500

Jan 12, 14 Feb 9, 14 Mar 9, 14

. Positives Neutral

. Negatives

April - June 2014 Top Trending Mentions

Yellowstone Natsonal Park
Uriversity of Montara  Missoula  Vacation Rentals

information wisi

i Travel Monster ldahﬁ ;

USA . Wyoming
great trip B B Sy Montand SLile
weo Wt VISIT MONtaNa s
Nirthern an

AR Lake United 5tates

Geeat Falls Yellowstone

California

Seattle College

Ranked

Source: BrandWatch via Big Fuel

*Year-over-year change in mentions is unavailable

Apr 6, 14 May 4, 14 Jun 1, 14 Jun 29, 14
*Year-over-year change in mentions is unavailable
Apr 6, 14 May 4, 14 Jun1, 14 Jun 29, 14
Week of Date

Source: BrandWatch

PR and Earned Media Exposure (2014)
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Earned Media

Earned Media Highlights

Montana Mentions

-By the beginning of the Warm Season in
June, consideration mentions increased by
two-thirds compared to the end of the first
quarter.

-Across Social Media, "visit Montana,"
"USA," "Lake," and "Yellowstone" are some
of the words most often mentioned with
Montana.

PR and Earned Media Exposure

-MTOT held two press trips to Southeast
Montana and to Missouri River Country in
May and June, hosting a total of 9 journal-
ists.

-FY14 Q2's total impressions (print and on-
line) were 47.5% greater than FY13 Q2 im-
pressions.

-MTOT's PR team secured feature articles in
high-quality publications. Examples include:
Go Escape, USA Today, Bike Magazine, Alas-
ka Airlines Horizon Edition, the Calgary Her-
ald, Sunset, Condé Nast Traveler, National
Geographic, and The New York Times.

Impressions

-All six tourism regions were represented in
Q2's editorial coverage.

. Impressions



Tourism Trends

11,019,000

2013 Nonresident Visitors

$3,624,480,000

2013 Nonresident Expenditures

Nonresident Visitation (2013)

March 2013 May 2013 July 2013 September 2013  November 2013
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January 2013
Source: ITRR

Skier Visitation *% is difference from previous winter
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National Park Visitation (January 2013-June 2014)
*Not all parks have reported 2014 visitation

1500K
% Difference in NP Visi-
tation from Prev. Year
” Jan-14 5%
6 o -1R9
2 1000K Feb-14 16%
£ Mar-14 21%
“g Apr-14 1%
£ May-14 2%
IS Jun-14 -4%
500K
0K
Jan-13 Apr-13 Jul-13 Oct-13 Jan-14 Apr-14
I Big Hole [ Glacier Little Bighorn Battlefield

. Bighorn Canyon . Grant-Kohrs Yellowstone

*Little Bighorn Battlefield metrics
current through January 2014;

*Shows volume of visitors to national parks
from 2012-2014. Each color represents the
share of visitors that particular National Park Big Hole metrics current through
held over time. April 2014

Source: National Park Service Public Use Statistics

Overall State Park Visitation (2014)

State Park Visits % Difference from 2013

Jan-14 61,310 10%

Feb-14 47,142 -13%

Mar-14 88,061 4%

Apr-14 121,751 10%

May-14 221,028 17%

Jun-14 310,828 -8%

State Park Visitation (2013)
*Percentage is change in visitors
from 20129 9 . Spring Meadow
Whitefish 158,842
ne Pine 55%
Tongue River Reservoi 77,591
76,297 16%
36%
Pictograph Cav ]C.;;) :;%
60,072 17'%
17%
Lewis & Clark Caverns
70,617 Lake Elmo
9% 172,357

Source: Montana State Parks 720% 8
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Getting to Montana

Getting To Montana: Motorized Vehicles
(January 2013-June 2014)

= 3M
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£
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5 2M
o
§
E 1,084,445 1,012,930
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Qo
©
>
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Source: ITRR Q12013 Q12014 Q22013 Q22014
B Amtrak Riders [ Airport Deboardings Getting To Montana: Planes and Trains
(January 2013-June 2014)
January February March April May June
2013 2014 2013 2014 2013 2014 2013 2014 2013 2014 2013 2014
200K 178,928 184,836

Value

141,602 146,146 135211 139,991
122,898 123,966 119,739 123,557 120,303 122,357 :
. . . . . . . . . . .
0K

*Data for Amtrak Riders only provided through May 2014. Data for Airport
Deboardings current through June 2014.

Sources: Department of Transportation, Montana Aeronautics Division and Amtrak

Staying in Montana

Gross Lodging Tax Revenues + is year-over-year difference Hotel Occupancy Percentage
(Q1 2012-Q1 2014) Vel gl g el 9 (January 2013-June 2014)
$10,000,000 +6% 80%
+9%
(0]
2 Zeor
£ $5,000,000 Z60%
o Q
9 +14% +7% S
+10% +9% +5% +11% 2% %40%
$0 8
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Please Note: Revenue collected is 4% of lodging price. The year-over-year change in revenues % Il Montana I Mountain States [l United States
are affected by rate increases, delinquencies and other factors. They should not be considered e Apr Jul Oct {Em Apr

an equal correlation of increase or decrease in the number of travelers.
Source: MT Department of Commerce, Office of Tourism Source: Smith Travel Research



Leisure Trends Group Study Results

Before Campaign (BC)

LTG Winter Awareness Metrics

LTG Summer Awareness Metrics

Aided Awareness for Unaided Awareness
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Leisure Trends Group Study Results

During Campaign (DC)

LTG Summer Awareness Metrics LTG Winter Awareness Metrics
Aided Awareness for Unaided Awareness Unaided Ad Aided Awareness for Unaided Awareness Unaided Ad
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Leisure Trends Group Study Results

Winter Traveler Conversion Funnel

2012-2013 2013-2014
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Source: Leisure Trends Group Winter Conversion Study (March 2014)

Unaided Awareness as a Travel Destination among Competitors
(March 2014)
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54% Yellowstone National Park
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Source: Leisure Trends Group Brand Awareness Study Wave 11
(March 2014)

Summer Geotraveler Economic Impact
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Source: Leisure Trends Group Summer Conversion Study (2013)

Leisure Trends Group Highlights

-The most recent reports from Leisure Trends Group includes the Brand Awareness Study Wave 11 (March 2014)
and the Winter Conversion Study (April 2014).

-Key takeaways from the Wave 11 study include:

-Unaided and aided advertising awareness of Montana (net) has risen significantly among Geotravelers since
February 2009, an increase of 133% in unaided advertising awareness and a 100% increase in aided advertising
awareness.

-39% of the Geotravelers who are aware of the advertising indicated that they are likely to travel to Montana in the
next 18 months.

-Since February 2009, there has been a 43% increase in Geotravelers who have indicated that they have ever trav-
eled to Montana.

-Key takeaways from the Winter Conversion study include:

-Winter travelers living in the Seattle market were most likely to have traveled to Montana in the past 12 months
(29%) followed by Minneapolis (28%), and Portland (25%), with Chicago having the least amount of past 12 month
visitors to Montana (18%).

-At 29%, Colorado was the only travel destination to have more winter travelers visit in the past 12 months than
Montana.

-At least 7 in 10 winter travelers plan to visit Montana either within the next 2 years (70%) or more than 2 years
from now (77%). The winter months that travelers are most likely to visit Montana include February (24%), and
March (19%).

12
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*This view has not changed from last dashboard delivery

International Visitation

Visitor Profile

Number of Visitors (2013)

Domestic Visitors 9,210,000

Canadian Visitors 1,600,000

Overseas Visitors
(Not from Canada
or US)

209,000

2M 4M 6M

Nonresident Travelers

10M

Source: ITRR

Economic Impact

Montana Visitor Expenditures
(2013)

$131,900,000

$306,160,000

. Canadian Visitors
. Domestic Visitors

Source: ITRR $3,186,430,00

Projected Total Economic Impact of
Rooms Sold January 1-June 30, 2013*

$3,928,430

Source: NAJTRAX

. Overseas Visitors (Not from Canada or US)

*Economic Impact information provided by NAJTRAX represents only 13 Receptive Tour Operators, and it only shows a portion of the overall impact of the overseas visitor to Montana

International Visitor Behaviors (2013)

- - I o -

Domestic Visitors

Canadian Visitors $174

Overseas Visitors

(Not from Canada or 2.6300 7.110 $172
us)
0 1 2 3 0 5 $0 $100 $200
Group Size Length of Stay Average Daily Group Expendit..
Source: ITRR

International Visitation Highlights

-Due to data availability, this data has not changed from
the last Quarterly Dashboard.

-In 2013, overseas visitors represented only 2% of all
nonresident travelers to Montana.

-These overseas visitors stayed longer and spent more
money than other types of visitors to Montana, repre-
senting 4% of all expenditures in 2013.

-Their length of stay was up 6% and their expenditures
were up 4% over 2012.

13
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Appendix

Additional Comments and Definitions

Additional Tourism Comments

-More tourists visited and spent money in Montana in 2013 than ever before: more than 11 million people, spending $3.62 billion.

-Overall national park visitation for Q1 and Q2 is currently difficult to assess with several parks not yet reporting numbers. However, during Q2 2014, visitation to
Glacier National Park was slightly higher than Q2 2013 and Yellowstone National Park experienced an increase of 7% in Q2 2014 over Q2 2013.

-Skier visitation numbers from the 2013-2014 season were reported at a 6.54% increase over 2012-2013.
-Through June 2014, visitation at state parks was up 2%, which has it on track to surpass 2013, which was the highest visitation on record at over 2.1 million visits.
State parks typically see lower visitation in the winter months and, in general, can see quite a bit of fluctuation in visitation based on weather patterns. February 2014

was quite cold, which may have accounted for a decrease at some parks.

-Airport deboardings increased in Q2 2014 over Q2 2013, showing a 6% year-over-year increase. Amtrak ridership is down year-over-year with June 2014 numbers not
yet available. Traveling by motorized vehicle is down slightly year-over year, showing a decrease of 7% in Q1 and less than 1% decrease in Q2.

-Smith Travel Research indicated a slight increase of 1.5% in hotel occupancy in June 2014 over June 2013. Montana’'s occupancy rate was at 77.1 versus the Mountain
rate at 69.7% and the U.S. rate at 71.7%.

Definitions

Social Engagements: An action taken to interact with a social page (Facebook, Twitter, Instagram, or Tumblr). For example, Likes, Comments, or Shares on Facebook
are considered Social Engagements.

Consideration Mentions: A number representative of the people considering making a trip to Montana across the social web through a social listening tool, Brand-
watch. This query captures prospects specifically in the consideration phase of the marketing funnel, using terms such as "want to visit" or "could book a trip."

Impressions: Number of times a particular piece of content is viewed.

CTR: Click-through-rate; (Clicks/Impressions * 100%)

CPC: Cost per Click; (Cost/Clicks)

Website Visitation: The gross number of website sessions.

Bounce Rate: The proportion of site visits that only go one-page deep into the site.

Geotravelers: Place a premium on nature, wildlife, being comfortable, great experiences and a sense of exhilaration. Active in outdoors with both rigorous and/or
leisurely activity. 14
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